Customer relationship management (CRM) plays essential role on the success of many business units. CRM integrates necessary data from internal and external sources to assist managers and employees for business development. This paper attempts to analyze relationship between CRM, organizational learning, and knowledge management. Research population includes travel agencies in Tehran, Iran and their manager are considered for the purpose of this study. This research has four variables 1-Successful implementation of KM, 2-Organizational learning, 3-customer orientation, and 4-information share with customers. The preliminary results of this survey indicate that any development of CRM will significantly contribute relative efficiency of this travel agency. The results also indicate that there is a meaningful relationship among components of CRM including organizational learning, and knowledge management in this travel agency.
Introduction
Organizational knowledge management (KM), often called as "the learning organization," plays an essential role in the context of organizational literature and there are literally many studies associated with. Alavi and Leidner (2001) described KM as a tool for management of knowledge based tangible resources depending on how they are combined and applied, which is also a function of the firm's capabilities. Sun et al. (2006) described this process as "adaptive learning," the process of using the firm's necessary information to extract market and competitive intelligence. CRM is the primary key to this process of continuous adaptation of firms to environments based on monitoring external changes and adapting internal cultures and processes in response to external challenges (Senge et al., 1999) .
During the past few years, there have been tremendous increase in adaptation of CRM systems within organizations (DeSisto, 2005) . CRM implementation has normally taken the form of extended sales automation systems and enterprise resource planning (ERP) systems, in most cases replicating an existing process based on modern database and networking systems. In a survey conducted in 2004, 60% of midsized firms indicated their objective to initiate or expand their CRM implementation, while only 2% specified they currently had no plans to use a CRM system (Neuborne, 2005) . Over the past decade, there are increasing CRM developers for small business units (Myron, 2005) . The resulting solutions have effectively improved traditional sales management, providing with real-time sales planning, pipeline reporting, sales team development and project tracking capabilities. The firm's CRM system need to disclose important factors for clients promoting a consumer-oriented philosophy, using customer-based measures, developing end-to-end customer management processes for serving customers, providing customer support, and tracking various sale's perpectives. In other words, the system needs to create a holistic view of customers' sales and services information.
Literature review

CRM
A significant portion of CRM research is associated with key and strategic account management (Arantola, 2006; Björn & Pardo 2006; Lane & Piercy 2004) , CRM methodologies and practices (Chalmeta 2006; Madill et al. 2005) , customer value drivers and value creation (Golfetto & Gibbert 2006; Richards & Jones 2006) and customer segmentation practices (Jonker et al. 2004; Kim et al. 2006) . The concept of CRM has also been discussed quite broadly (Choy et al. 2004; InJazz & Popovich, 2003; Richards & Jones 2006) . CRM can be explained as a process involving people and technology where the primary objective is to maximize the customer information and use it to increase customer loyalty and to retain customers' business as much as possible. It is an integrated method to focuse on customer retention and relationship development (Choy et al. 2002; InJazz & Popovich 2003) . According to Chalmeta (2006) , CRM is a customer-focused business strategy, which integrates sales, marketing and customer care service, dynamically. The aim of CRM strategy is to create and add value both within company and its customers. Richards and Jones (2006, p. 3) defined CRM as a set of business activities supported by both technology and processes directed by strategy to improve business performance in the area of customer management. CRM became important as a competitive industry in late 1990s and customer satisfaction, producing high-quality products and providing high-quality customer service presently play important part of corporate's objective (Choy et al. 2004) . Besides, CRM can be already understood as core competence of firms (Kim et al. 2006) . Therefore, we can conclude that customer orientation and CRM have become under consideration in many organizations. CRM supports the process of learning by helping the sales organization, management, customers, resellers and suppliers to better understand the effect of new implementation and implementing patterns of products and services supplied by the firm. An effective CRM must help development of a knowledge orientation in each of the firm's stakeholders. Organizational knowledge orientation means that (1) only best available practices are copied, (2) everyone works from the same active best practice template, (3) best practices are copied as closely as possible, (4) adopted practices are tested and adapted only after good results are accomplished, and (5) best practice templates are maintained after adoption by the organization occure, successfully (Szulanski & Winter, 2000) .
Organizational learning
As Dawes and coworkers (2005) indicated, organizational learning has a complex framework and elusive concept due to different reasons, and that is why a widely accepted definition has not still appeared. According to Garvin (1993) , the discussions concerning learning organizations have been filled with mystical and philosophical. Garvin (1993) defined learning organization as "an organization skilled at creating, acquiring, and transferring knowledge, and at modifying its behavior to reflect new knowledge and insights". Dawes (2005) recommended that organizational learning is a process including information acquisition, information dissemination and shared interpretation. According to Jiménez-Jiménez and Cegarra-Navarro (2006), organizational learning incorporates four perspectives, which are information acquisition, distribution, interpretation and memory. Organizational learning can be also seen as the capability of a business unit to learn from itself, its mistakes, its inefficiency and its employees and to harness and implement the knowledge for competitive advantage (Appelbaum & Callagher, 2000) . Huber (1996) stated that organizational memory, or knowledge retention played important role on organizational learning. According to Huber (1996) and Weick (1979b) , before learning happens, the knowledge ought to be retained and retrievable. Huber (1996) also explained that learning was impacted by attention, which in turn is concentrated by knowledge already retained. Information distribution is influenced by decisions made based on criteria and facts kept in knowledge retention structures. In addition, interpretation of new knowledge is influenced by the cognitive maps or schemas generated through past experience.
Knowledge management
Recently, many firms have integrated their CRM and KM efforts because they realize KM plays a primary key for the success of CRM implementation (Dous et al., 2005) . Detecting the high value customer is a sophisticated knowledge task and it determines the range of profiles among current customers. Technology helps but KM puts the data processing power of technology to effective implementation. Collaborating with customers normally needs a strong grasp of tacit knowledge exchange, and forecasting new customer requirements, which could be delivered based on statistical techniques with technologies. However, it can only be performed successfully when the dimension of tacit knowledge exchange and collaboration can also be deployed (Lambe, 2008) . Therefore, CRM processes depend on signidificant amounts of knowledge (Bueren et al., 2005) . CRM is associated with managing customers knowledge to understand their needs and to serve them, properly (Beijerse, 1999) . CRM is definitely associated with KM disciplines, thus, the existence of sufficient and continually updated customer knowledge is essential for an effective CRM system (Stefanou et al., 2003) . Given the relative importance of KM systems in the current customer-centric business environment, we need to have a simple and overall framework to integrate the traditional CRM functionalities for the management and application of the customer-related knowledge (Beijerse, 1999) . According to Zablah et al. (2004) , we need KM as the main sub process of CRM because, to manage CRM effeciently, firms need to develop their capabilities based on customer KM processes. Since these capacities are not easy to imitate, they can become a source of competitive advantage (Shi & Yip, 2007) . From a resource-based perspective (Penrose, 1959; Wernerfelt, 1984) , customer knowledge become a valuable and rare asset for businesses, which could create a rapid response to customers' needs for adapting to changing markets (Shi & Yip, 2007) . Whereas the search for competitive advantage is the key factor of current strategic management, we need to focues more on collecting information on customers in the context of a relationship, and offer customers. H 4 : Sharing information with customers has a positive and significant relationship with organizational learning.
Hypothesis
Methodology
Validity and reliability
Measurement tool of this research is a questionnaire with 22 questions and it is divided into 4 sections namely, knowledge management, organizational learning, CRM, and information shared among customers. To ensure content validity, a pretest of the questionnaire was made by eight experts (five masters in management and three business consultants). Authors used a reliability coefficient, the Cronbach alpha, to analyze the reliability of the scale. This coefficient evaluates the consistency of the entire scale, and is the most commonly used measure. The Cronbach alpha is close to 0.75 for all the variables, which confirms the scale reliability.
Population and sampling
Research population is all travel agency in Tehran city that statistics is shown 2500. Regard to following formulas for limited population and error 0.07, sample is obtained using the following formula,
where N is the population size, and N=2500, the number of sample size is calculated as n=181. After assigning scores to the questionnaires and calculating the descriptive indices for the purpose of testing the hypotheses and generalizing the results to the population, t-tests, Pearson Correlation coefficients, and regression analysis were used. In order to assess the significance of the variables under investigation, an introductory test was used. This test examined H 0 and H 1 as follows, Table 4 . As can be seen, all variables are significant at the error level of 5 percent (p<0.05) and the given degree of freedom, and they are within the limits. The differences in degrees of freedom are due to the fact that some of the subjects have not provided answers to some of the items. In our survey, 74.5% of the participants were male and 25.5% of them were female. Fig. 1 shows details of participants in terms of their age and educationl backgrounds. Fig. 1. (a) . Age diversity Fig. 1. (b) . Years of education Fig. 1 Table 1 shows details of our findings associated with mean of different questions of our survey. 
Results
2.10
After conducting a t-test, the relationships between variables were examined by calculating the correlation coefficients among them that shown in table 3. Table 4 . The results of Table 4 indicate that there is a meaningful relationship among components of CRM including organizational learning, and knowledge management in this travel agency.
Conclusion and discussion
In this paper, we have explained the relative importance of CRM to improve a firm's innovation capability and to enhance a firm's competitive advantage. The aim of this research has been to provide a relationship between CRM, organizational learning, and knowledge management. In this research 200 questioners have distributed that which 181 of them were filled. Also 4 variables of Successful implementation of KM, Organizational learning, customer orientation, and information share with customers, have been investigated. Statistical test for the hypotheses of this survey are 4.14, 4.05,4.18,4.05 and we have concluded that all research hypotheses could be accepted.
Based on the results of the present analysis, the relationships between the CRM, organizational learning, and knowledge management in travel agency have been confirmed. In other words, by establishing these systems, travel agency will witness an increase in efficiency, staff satisfaction, and eventually customer satisfaction.
Apparently, to attain the desired learning capability, firms must look beyond internal efforts and include collaborative activities with their customers. As customer relationship management continues to evolve with the aid of more advanced IT, the potential influence of customer involvement on innovation capability could increase.
In today's business, customer-oriented approach is one of the best strategies to gain market share. Therefore, travel agencies must consider customer's requirements and expectations to improve level of satisfaction in delivered services. In other words, designers and planners in CRM system must explore todays' tendency and view of potential customers for more consistency between CRM system and customer's demands.
Successful implementation of KM in organization can facilitate to reach information about customers. Therefore, it can enhance to manage entered information to system. and surly, all of this increase organization's efficiency to handle customer's expectations.
CRM and organizational learning and knowledge management are within potential context for further researches and experts can perform various surveys to improve level of this issue. Authors suggest areas that can study in future. For example, organizational profit, employee satisfaction, productivity, effectiveness and so on can be a list of variations that analyze their relationships with variables in this research.
